Introduction
Problem-solving mechanisms such as heuristics can have a significant impact on managerial decision-making processes. Managers often rely on heuristics when making strategic choices because heuristics simplify the choice process (Meszaros, 1999) . As Goll and Rasheed (1997) point out, the use of heuristics restricts the range of alternatives to be considered and the amount and type of information required to evaluate them. Because heuristics can profoundly influence managerial choices, they can also influence a firm's ability to compete. Surprisingly, however, the marketing literature has restricted discussion of the use of heuristics mainly to their role in consumer behavior, and in particular to the ways in which heuristics can facilitate purchase decisions.
We argue that there is a need to take a broader perspective on the scope and boundaries of heuristic usage in marketing theory development and in managerial decision-making processes. We demonstrate that the use of heuristics in both marketing theory and practice is more pervasive than is commonly thought. For example, numerous theoretical concepts in marketing have evolved to include heuristics (e.g. Hunt, 2002) , and these heuristics, in turn, help managers make sense of, and use, other theoretical concepts (Ottesen and Grønhaug, 2002) .
We pursue two key objectives in this paper. First, we review the heuristics literature with a view towards defining the characteristics and mechanics of heuristics and their applicability in marketing. Second, we synthesize and discuss the main theoretical and managerial findings from our review that are germane to marketing. Overall, the purpose of this study is to contribute to a better understanding of the value of heuristics to marketing theory and practice and to stimulate further research into the use of heuristics in a marketing context.
Nature of heuristics
Etymologically, 'heuristic' is of Greek origin and derives from the same root as 'eureka', which means 'serving to find out or discover' (Gigerenzer, 2004) . Polya (1945: 115) defines heuristics as 'reasoning not regarded as final and strict but as provisional and plausible only, whose purpose is to discover the solution of the present problem'. Similarly, Dane and Pratt (2007) , citing Tversky and Kahneman (1974) , define heuristics as cognitive pathways that reduce the complex tasks of assessing probabilities and making predictions to a simplified set of judgmental operations. Perhaps the easiest way to describe a heuristic is to think of it as a cognitive short-cut: a rule adopted to reduce the complexity of computational tasks and to reduce the use of resources such as cognitive activity and time.
According to Gigerenzer (2004) , one of the key features of heuristics is their robustness, that is, their ability to generalize to new situations. Heuristics are also fast, in the sense that they can provide a solution almost immediately, frugal because they require little information, and transparent in that they are easily understood and readily taught to novices. We would also argue that heuristics are indispensable; as Gigerenzer (2004: 63) observes, 'When optimal solutions are out of reach, we are not paralyzed to inaction or doomed to failure. We can use heuristics to discover good solutions'.
According to Tversky and Kahneman (1974) , some of the most popular heuris-tics are of the following types: anchoring (using a reference point, or anchor, and making adjustments to the reference point or anchor to reach an estimate); representativeness (assuming commonality between objects of similar appearance); and availability (basing one's prediction of an outcome on emotional impact rather than on actual probability). These types of heuristics have been influential in a number of areas ranging from artificial intelligence to economics and marketing. In marketing, for example, the widely accepted notion that one should start a price negotiation from an extreme position is an anchoring heuristic, because such a starting point can influence the other party's perception of what constitutes a good deal (Darke and Dahl, 2003; Urbany et al., 1988) . Representativeness heuristics affect a consumer's perceptions of their probability of winning promotional games, and these are often leveraged by marketers to increase the level of consumer participation in such promotions. Ward and Hill (1991) argued that if the actual probability of winning was framed as 'a sure thing' (e.g. direct mailing including what looks like a prize cheque, or a winner notification envelope), the consumer would be more likely to participate. Finally, availability heuristics have been shown to affect consumers' perceptions of the risk of product failure. For example, when estimating the likelihood of product failure, consumers will rely on clues, such as the ease with which they can recall failure incidents. When recall is easy (i.e. failure incidents are 'available'), product failure will be judged to be more probable; when retrieval seems difficult, failure will be judged to be less probable (Folkes, 1988) .
These heuristic types notwithstanding, Hunt (2002) notes that one can discriminate between less and more sophisticated heuristics. This distinction is usually based on whether, and to what extent, empirical support exists for their content. Hunt (2002) argues that heuristics can be thought of as mere 'rules of thumb' when little or no empirical support exists, and as 'grounded rules' when a greater level of empirical support is available (see also Bunge, 1967) .
In contrast, Dane and Pratt (2007) categorize heuristics as 'simple' cognitive frameworks. These authors argue that it is precisely because heuristics tend to be simple that they are likely to be inadequate in processing complex environmental stimuli. Dane and Pratt (2007) also differentiate between heuristic schemas and expert schemas. The difference between the two types of schemas lies in the degree of complexity and domain relevance. Schemas are cognitive structures comprising 'knowledge about a concept or type of stimulus, including its attributes and the relations among those attributes' (Fiske and Taylor, 1991: 98) . Whereas expert schemas are highly complex and domain relevant, heuristic schemas are simple and often domain independent.
The concept of domain independence refers to the inappropriate use of a cognitive framework in contexts foreign to the one in which it was originally framed. There is a strong likelihood, Dane and Pratt (2007) argue, that the relative lack of domain sensitivity of heuristic schemas renders them ineffective as decision-making tools, with rules of thumb being indiscriminately applied to inappropriate problem domains. It is tempting, therefore, to continue Dane and Pratt's line of argument and assert that heuristics should only be used in the context in which they were originally formulated. As Gigerenzer (2004) states, all heuristics are, at least to some extent, domain-specific, and are designed to solve certain types of problems.
Heuristics in the marketing literature
The management discipline has been concerned with the use of heuristics for some time. For example, Makridakis (1990) provides a description of judgmental biases in planning, and Schwenk (1988) and Steinbruner (1974) have studied simplification processes through heuristics in managerial decision making. Heuristics have also been studied extensively in the area of project scheduling (e.g. Bock and Patterson, 1990; Dumond and Mabert, 1988; Kurtulus and Davis, 1982) .
In the marketing discipline, any attention given to the role of heuristics has been almost exclusively concentrated in the areas of consumer behavior, advertising budgeting, product development and the philosophy of marketing science. In the area of consumer behavior, heuristics have been analyzed in the context of search strategies. For example, consumers often rely on shortcuts (such as 'higher price equals higher quality') to make purchase decisions, rather than carry out a systematic and comprehensive search and evaluation of alternatives (e.g. Bettman et al., 1991) . Heuristics are often employed as risk-reduction mechanisms in pre-purchase deliberation and information seeking (e.g. Sheth and Venkatesan, 1968) . For example, customers who use an anchoring heuristic often view the same price as more appealing when it is framed as a discount (Darke and Dahl, 2003; Urbany et al., 1988) , or will buy products in larger quantities when multiple-unit pricing strategies are employed (Wansink et al., 1998) . Similarly, product knowledge uncertainty may lead certain consumers to reduce their search effort in favor of satisficing choice heuristics, such as bundle purchasing (Harris and Blair, 2006; Urbany et al., 1989) .
In the area of advertising, heuristics have been studied in the context of budgeting. For example, Lilien et al. (1976) argue that heuristics such as 'x percent of expected sales' are popular approaches to budgeting employed by industrial advertisers. Other widespread heuristics, such as the available funds method and the competitive parity method, have also been discussed in this stream of literature (e.g. Zufryden, 1989) .
New product development is another area in which heuristics have been applied, although studies of this have not taken place strictly speaking in the marketing literature. Ash and Smith-Daniels (1999) , for example, argue that because product development is characterized by time-based competition, decision makers face pressure to use heuristic methods that facilitate fast project completion.
Finally, in the area of the philosophy of science, heuristics have been examined in the context of distinguishing between description and prescription. Most of this work is summarized by Hunt (e.g. 1991 Hunt (e.g. , 2002 .
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An empirical view of heuristics
Because discussions of heuristics in the marketing literature have been primarily limited to the areas discussed above, one can assume that marketing scholars' perceptions of what heuristics are, and of when and how they are employed, might also be limited to these areas. In order to explore the meaning of heuristics among individual market researchers, semi-structured interviews were carried out with a group of marketing scholars. These exploratory interviews were conducted to ensure that this study was not overlooking or misrepresenting concepts. In line with a scientific realist perspective, we sought to understand how our concepts were being understood by the very scholars and practitioners for whom they were relevant.
The study's participants were chosen randomly among attendees at a recent marketing educators' conference. The final group of interviewees consisted of 20 scholars who at the time were active marketing academics in universities in Europe, Australia, Canada and the United States of America. The sampling rationale is consistent with the view that it is appropriate to depend on the extensive insights of a small number of interviewees to gain a thorough understanding of a particular phenomenon (Lincoln and Guba, 1985; McCracken, 1988) .
Each interview lasted approximately 30 minutes, during which time the interviewer made written notes. The topics and questions in the interview guide were designed to elicit the interviewee's opinions on heuristics and their usage. Interviews began with a small set of semi-structured general questions about what meaning the researchers attached to heuristics, and then explored some key issues in more depth. Interviews were scheduled until the researchers determined that only new themes of negligible interest were being uncovered (Lincoln and Guba, 1985; McCracken, 1988) . The interview transcripts were analyzed manually. After a round of preliminary readings and initial coding, more focused coding was employed to discard, combine, or subdivide coding categories and look for shared meanings in the interviewees' responses.
A number of themes emerged from this analysis. First, heuristics are generally understood as 'simple rules' or 'simplifiers'. Participants typically defined heuristics as 'cognitive shortcuts', 'mental simplification devices' or 'stored solutions' to problems. In fact, all of the interviewees attached a specific meaning to heuristics, and none of them had difficulties providing a definition. However, most participants had a very limited appreciation of how heuristics actually function. Second, when prompted to provide an example of marketing heuristics, participants overwhelmingly provided examples from the area of consumer behavior. All but three of the participants mentioned heuristics that act as risk-reduction mechanisms in the pre-purchase and information-seeking stages of the purchase process. Pricing and product quality heuristics, for example, were mentioned frequently. Third, the interviewees frequently mentioned efficiency reasons for using heuristics, and saw issues such as economies of cognitive effort, simplicity, the maximizing of resources and reduction of transaction costs as benefits of heuristics usage. Disadvantages often mentioned included inaccurate information processing, Heuristics revisited: implications for marketing research and practice Omar Merlo et al.
lower decision quality and wrong choices. Finally, when the participants were asked whether they used heuristics in their own research, about half of them asserted that they did, and provided examples such as rules of thumb regarding ways of conducting data analysis (e.g. how to handle missing data), writing research papers (e.g. fixed rules about how to structure papers) and employing particular statistical techniques.
Overall, our interviewees had clear views of what heuristics mean and why they are useful. However, the breadth of these meanings was limited to the traditional areas of consumer behavior. Also, the interviewees typically saw heuristics in marketing research as tools, and never as the potential outcomes of their own research. Interestingly, not one of the interviewees noted that their own research findings might provide a basis for developing heuristics.
Mechanics of heuristics
Our interviews with marketing researchers reveal a limited collective understanding of the functioning of heuristics. Indeed, a question that is rarely asked in the marketing literature, is how heuristics actually work. We believe that it is important to address this question, to enable researchers and managers to understand the dynamics, strengths and limitations of heuristics usage. In Figure 1 , we develop a model of how heuristics work (i.e. the mechanics of heuristics) based on the extant literature. Newell and Simon (1972) , building on Duncker's (1935) work, laid the foundations of a theory of 'problem solving as search' on which our model is based. Newell and Simon (1972) envisage four main components: an initial state from which problem solving begins; a goal state to be reached; a number of steps (or marketing theory 8(2) articles Figure 1 The mechanics of heuristics operators) to alter the current state; and path constraints (or hurdles), which impose further conditions on the problem-solving process. Accordingly, the model in Figure 1 is anchored with an unsatisfactory initial state, and a goal state to be achieved.
1
A number of preconditions stimulate the search for a solution. These preconditions are: (a) an unsatisfactory initial state; (b) a goal state to be achieved; (c) often (but not necessarily) the existence of path constraints; (d) the need for a solution (which is represented by a sequence of operators to alter the current state); and (e) the need for a problem-solving method to find a solution. It might be, for example, that a firm is worried because it has been experiencing declining market share. Its goal state is to regain market share to an acceptable level. The challenge for the firm is to find a way to achieve this goal. There are, however, a variety of problem-solving methods that will inform the firm's choice of a solution. Put another way, a particular solution is reached through the use of a particular problem-solving method. Problem solving is in effect a form of search, where methods are employed to find a solution path among all the possible paths that emerge between the initial state and goal state (Holyoak, 1990) . The use of heuristics is one such problem-solving method.
At least two factors are responsible for making a decision to employ a heuristic. We shall call them heuristic method-defining conditions, and they are: (1) the existence of particular constraints that do not allow for an examination of all possible operator sequences, and (2) the recognition that a satisficing rather than an optimal solution is acceptable.
When it is not possible to consider all possible steps to be taken to solve a problem (and it is often the case that this is not possible), it is useful to be able to contemplate only a small number of alternatives that are the most likely to yield a solution. Heuristic search methods are employed to reduce the 'search space' and to yield any reasonable solution that achieves the goal, as opposed to seeking out 'the best solution' (Holyoak, 1990) . Consequently, Simon (1981 Simon ( , 1983 ) views heuristics as satisficing mechanisms, which allow reasonably good but not necessarily optimal solutions to be found. While some heuristics are better than others (e.g. those that have been tested empirically), heuristics are intrinsically imperfect methods.
A simple yet useful example is that of an organization that decides to enter a mature market with a new product and, therefore, decides to develop a market entry strategy. Some of the possible methods to achieve the business goals include: reliance on the managers' own experience; use of intuition; the replication of a previous entry strategy; or even reliance on the services of a consulting firm. A further option is to employ a specific heuristic: in this case, the manager might consider the range of options suggested by market orientation theory and decide that a competitor-oriented strategy should be employed. In so doing, the manager has both reduced the search space and used a marketing heuristic (to be competitor-oriented). This heuristic has been used to decide on a solution (a particular differential advantage over the competition) to achieve the set objective (to capture market share above the industry average).
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If the heuristic yields a solution, the initial state is altered and a new heuristic solution state is achieved. A comparison is then made between the heuristic solution state and the original goal state, potentially leading to two errors. If the heuristic solution state is sufficiently similar to the goal state, then the heuristic has achieved the desired outcome and will be deemed to be an effective tool. If the heuristic solution state does not approximate the goal state satisfactorily, other problem-solving methods may be needed either because the heuristic method was unsatisfactory, or because for the heuristic to work, other problem-solving methods are needed.
Limitations of heuristics
Because heuristics may lead to biases, it is important for the user of heuristics to realize, first, that they are employing a cognitive shortcut, and second, that heuristics, by their very nature, have a number of limitations (Piattelli-Palmarini, 1994) . Indeed, Dane and Pratt (2007) note that much of the decision-making literature of the last 30 years has focused on the errors that occur in heuristic-based judgments. Such studies, they argue, indicate that heuristic-based intuition is appealing, that individuals may employ heuristics even when they know it is not rational to do so (Denes-Raj and Epstein, 1994) , and that rational processes for problem assessment are less subject to random inconsistencies and systematic distortions (Schoemaker and Russo, 1993) .
One of the key limitations of heuristics is that they may provide a solution that is not useful. However, because heuristics deal with non-optimal solutions, the measure of an effective heuristic is the degree to which it allows for the achievement of a predetermined objective. The assessment of heuristic methods requires therefore a subjective judgment of 'correctness', usually in the form of a comparison between the state achieved by the heuristic sequence of steps, and the intended goal state. Hence, the decision to reject a 'correct' solution and the decision to accept an 'incorrect' solution are two possible errors in the use of heuristic methods.
A further key limitation is that heuristics may fail to provide a solution at all. As Piattelli-Palmarini (1994: 22) notes, 'one intrinsic characteristic of a heuristic is that it is fallible'. If the heuristic rules are too simplistic and vague, for example, they may not provide any guidance. On the other hand, if heuristic rules are too complex, they may be too difficult to implement. Hence, there is a need to make the use of heuristics a more conscious process, so that the strengths and weaknesses of a particular heuristic can be appreciated (see Simon, 1983) .
Heuristics of the marketing concept and market orientation
We now turn to an example of the use of heuristics in marketing theory and managerial practice. We focus on the marketing concept and market orientation, because these two concepts are fundamental to the discipline of marketing and marketing theory 8(2) articles have been influential both within and outside the discipline (see Ottesen and Grønhaug, 2002) .
The marketing concept, first circulated in the 1950s, has evolved to incorporate a set of heuristics that are prescriptive in nature. These heuristics dictate a course of marketing action to managers that are designed to improve firm performance. Hunt (2002: 146) observes:
[the marketing concept] is not a concept in the normal sense of the term. Rather, it is a philosophy of doing business based on a set of three normative decision rules: (1) firms should be customer oriented; (2) all marketing activities of the firm should be integrated; and (3) profit rather than sales should be the orientation of the firm.
The marketing concept has faced problems at the implementation level (Webster, 1994) . Some of the reasons for this are that the impact of the marketing concept is difficult to measure, and that the implementation steps are unspecific.
The notion of market orientation, first introduced in the early 1990s, provides more specific application guidelines than the marketing concept. Being market oriented involves the implementation of the marketing concept through understanding the nature of, and reasons for, customer preferences, and then using this information to guide an organization-wide response, which most effectively leads to the creation of superior customer value.
Early studies of market orientation by Kohli and Jaworski (1990) and Narver and Slater (1990) suggest a series of heuristics that, when followed, will result in a firm being market-oriented. For example, a firm must adopt and implement an orientation towards its customers and competitors, and respond to the intelligence received from these market factors in a coordinated manner (see Narver and Slater, 1990) . These heuristics may be articulated as statements, such as 'customer value is created by listening to the voice of the customer', and 'a differential advantage may be achieved by gathering relevant information on what competitors are doing in meeting the needs of customers'.
However, some scholars would argue that the heuristics of market orientation still suffer from the same two constraints, namely 'for being either too obvious to bother with or too vague to actually follow' (Perkins, 1981: 195) . Not surprisingly, some scholars have moved to condemn market orientation research, pointing out, for example, that research in this field is 'boring and of little practical significance to anyone except academics who write papers about it' (Piercy, 2000: 10) .
Another, perhaps more substantive issue is that of the robustness and domain specificity of market orientation heuristics. Early proponents of market orientation (e.g. Jaworski and Kohli, 1993; Kohli and Jaworski, 1990; Narver and Slater, 1990) suggested that its heuristics were applicable in a very broad range of industries and circumstances, though possible qualifications have since been suggested (see Kirca et al., 2005; Langerak, 2003) . The recent debates over market-driving versus market-driven, customer-led versus customer-leading, and proactive versus reactive market orientation (e.g. Atuahene-Gima et al., 2005; Jaworski et al., 2000; Kumar, 1997; Kumar et al., 2000; Narver et al., 2004; Slater and Narver, 1999) point to growing concerns about how market orientation heuristics should Heuristics revisited: implications for marketing research and practice Omar Merlo et al.
be executed and the importance of being sensitive to the contexts in which they might be pursued.
Theoretical and managerial findings germane to marketing
In the previous sections, we reviewed the heuristics literature with a view towards uncovering the characteristics and mechanics of heuristics as they apply to marketing. In the following sections, we synthesize and discuss the main theoretical and managerial findings from our review that are germane to marketing.
Heuristics are a sign of a maturing theoretical concept
Earlier in this paper, we indicated that the marketing concept, when first circulated in the 1950s, lacked clear implementation guidelines. Kohli and Jaworski (1990) and Narver and Slater (1990) acknowledged this shortcoming, set out to delineate what may be required to implement the marketing concept and thereby introduced the concept of market orientation. Kohli and Jaworski (1990: 3) , in particular, observed: 'though the literature sheds some light on the philosophy represented by the marketing concept, it is unclear as to the specific activities that translate the philosophies into practice'. These authors provided some of the earliest heuristics needed for firms to become market-oriented, namely 'generate market intelligence', 'disseminate market intelligence' and 'respond to market intelligence'. With these simple rules of thumb, Kohli and Jaworski (1990) were partly responsible for turning the marketing concept into a more mature concept, with an implementation aspect. Over time, the marketing concept has incorporated additional heuristics with varying levels of sophistication (see Kirca et al., 2005) .
The market orientation construct provides a good example of a theoretical concept that had difficulties in making an impact, but blossomed into an influential concept once scholars began to investigate the execution activities required -and by extension, the heuristics that management should employ. This example shows that heuristics may be crucial in the development and acceptance of theoretical constructs, and may even serve as a measure of maturity.
Heuristics act as a measure of a discipline's impact
Heuristics may not only reflect the level of maturity of a theory or construct, but also act as a measure of a discipline's impact. For example, the disciplines of management and marketing have been involved in a mutual relationship of 'heuristics importing and exporting'. One way of assessing the impact that these disciplines have had on each other is to examine which heuristics have been imported from management into marketing, and vice versa. While marketing has historically been an 'importer' of heuristics from management, it appears that the dynamic of this relationship has been reversing direction in recent times. As marketing becomes increasingly a 'set of values and processes that all functions marketing theory 8(2) articles participate in implementing' (Moorman and Rust, 1999: 180) , marketing heuristics permeate the management field to an increasing extent. The management literature has endorsed key marketing tenets, such as the cardinal role of the customer (Brief and Bazerman, 2003) . This shift in heuristics import/export activity is indicative of marketing's growing impact on the discipline of management.
Heuristics do not exist in isolation
When applying a particular decision rule, one will often be faced with a set of implementation problems that will require the use of other/additional problemsolving methods. These may include common sense, insight, selective perception, analogies, or other heuristics. For example, while implementing the market orientation heuristic 'collect information about your competitors', a manager may use their instinct to predict a competitor's action. In this case, instinct is another problem-solving method that can be employed to successfully implement the original heuristic. Alternatively, the manager may already know what the competitor's action will be from a reliable source within the competing firm. Thus, the manager may have sufficient knowledge to implement the perfect solution and will not need to rely on other problem-solving methods.
As Holyoak (1990) observes, an effective heuristics search must be based on the realization that an initial goal may lead to subsequent sub-goals that will break the problem down into yet smaller parts. Because the operation of heuristics implies a series of sub-routines, it may be argued that those heuristics that provide a larger number of clear sub-routines are those that can be implemented more effectively and hence lead to superior results. For instance, in order to be market-oriented, an organization needs to implement the heuristic 'focus on the customer'. During the implementation of this heuristic, a manager may be faced with the question of how to organize a firm's internal resources in order to be customer-focused. Thus, the manager faces a problem (how to focus on the customer) that contains a sub-routine (how to organize internal resources) that needs to be dealt with for the successful application of the 'customer focus' heuristic.
Effective heuristics are balanced and established
An effective heuristic is one that provides a balance between complexity and ease of execution. This point is demonstrated by our discussion of the marketing concept and market orientation. It was only after the development of more precise and feasible 'rules' that the marketing concept became easier to implement in the market orientation construct.
An effective heuristic is also one that has been empirically tested and refined over time, is easily communicated and understood, and provides clear guidelines about its implementation (i.e. it is relatively 'simple'). The implication of this is that established heuristics are perhaps better than new ones (e.g. Pfeffer and Sutton, 2006) . On the other hand, it does not mean that heuristics should remain unchallenged over time, which leads to the next point.
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Effective heuristics evolve and adapt
Users of heuristics should rely on those decision rules that have been tested successfully; but on the other hand, they also need to have a clear understanding of the contingent nature of heuristics and the need to update them continuously. A heuristic needs to be applied carefully, perhaps with some adjustment, in a context that has changed from that in which the heuristic was originally framed (see Dane and Pratt, 2007) . For instance, some decision-making models that were developed in a manufacturing-driven, goods-centered economy may no longer be as relevant in a new context where service provision rather than tangible goods is fundamental to economic exchange. To this end, some authors are suggesting that market orientation is evolving into something described as a service-dominant logic (Vargo and Lusch, 2004) .
Conclusion
At the most basic level, we hope that our analysis will act as a useful introduction to, or clarification of, heuristics, their operation, and their usefulness. The issues addressed in this paper could be a starting point for anyone interested in researching heuristics in a marketing context.
One potential research avenue might be the extent to which managers adopt heuristics offered by the marketing literature, and under what conditions. Also, it would be useful to examine to what extent managers develop and employ their own marketing heuristics, and whether this is a conscious or an unconscious process. Research on these issues would provide a better understanding of managerial cognitive behavior and an assessment of the influence of marketing thought on the decision-making process. Intuitively, examples of conditions under which managers are more likely to employ marketing heuristics offered by the marketing literature might include situations where little expertise or knowledge is available, time pressure is high or personal involvement is low. Similar questions, of course, could be asked about marketing scholars and the use of heuristics in their research.
Another empirical question that future research may attempt to address is whether popular heuristics of marketing, such as the heuristics associated with market orientation, are in line with contemporary performance measures such as cash flow. A related question is whether measures of an effective marketing heuristic need to be broadened. Traditional measures of marketing performance include sales, customer satisfaction, brand loyalty, product quality and market share. The performance measures used in the boardroom, however, are mostly finance based.
We hope that our exploration of heuristics and their mechanics will rekindle interest in an area that, although pervasive, has been largely neglected by marketing researchers. We believe that there is scope for more research into the role of heuristics in marketing decision making, and that such research has the potential not only to improve our understanding of marketing-related decision making, but also to increase the visibility of marketing's contributions to theory and practice. marketing theory 8(2) articles
